COVID-19 Publisher Pulse
Survey Results

Background
The media landscape is being rattled by COVID-19, and the world is
feeling the effects of these rapid shifts. We noticed that while data
regarding the impact of COVID-19 was readily available on the demand
side, there wasn’t as much information circulating regarding publishers,
how they’re being impacted, and how they’re responding.
On April 2, 2020, we launched a ﬁve-question survey on our platform with
the intention of understanding the following with the help of our
publisher community.
We wanted to know:

How are publishers reacting to COVID-19?

Executive summary
78% of publishers say they’ve seen noticeable
viewership increases since March 19, 2020
● 88% of publishers say they either are currently making or considering making changes in
Q2 as a result of increased viewership
● Only 12% of publishers say they plan on continuing business as usual in Q2
● 30% of publishers say they’re turning their eyes towards an increased focus on
programmatic in Q2 to increase sales
● 29% of publishers say they’ve not yet implemented a successful change in response to
COVID-19, while 18% say the most successful change they’ve made is lowering price ﬂoors

Methodology
To understand how publishers are reacting to the shifts brought
about by COVID-19, we conducted a brief survey in our own
publisher platform. The survey was in market from April 2-9, 2020.
N=119 completes from publishers who are responsible for
inventory sales and/or revenue.
This survey represents a global perspective with input from
individuals in the following regions:
● Australia
● Belgium
● Colombia
● Germany
● Netherlands
● North America
● Philippines

● Spain
● Sweden
● United Kingdom
● Vietnam

Respondents by
category and title
This survey represents the voices of publishers
within the following categories:
●

Online Media

●

Leisure, Travel + Tourism

●

Broadcast Media

●

Marketing + Advertising

●

Connected TV

●

Music

●

Arts + Entertainment

●

Others

●

Computer Software

And spans individuals with the following titles:
●

C-Level, CEO, President, EVP

●

SVP, VP, Director

●

Manager, Account Executive, Senior Role

●

Non-Manager (ex. Analyst, Associate etc.)

78% of publishers have
seen viewership increase
since March 19
Base: n=119
Q. In the past two weeks, how have you seen viewership change
on your platform?

88% of publishers are
considering shifting their
ad sales strategy in Q2
Base: n=117
Q. Are you planning on making any changes to your advertising sales
strategy in Q2 as a result of any shifts you’re experiencing in viewership?

30% of publishers are
prioritizing programmatic in
Q2 to increase sales, while 18%
of publishers are prioritizing
more participation in open
marketplaces

As for best practices in reacting
to COVID-19’s impact, there’s no
singular answer. However, 36%
of publishers have seen success
when it comes to changing their
overall pricing approach.

Base: n=117
Q. Which, if any, of the following changes will you prioritize making in Q2 to
increase sales? (Please select the option that represents your highest priority).

Base: 45
Q. What’s one change you’ve implemented in response to COVID-19 that has
been successful?
Other

Creating new
inventory packages
(4.4%)

Changing
pricing strategy

Content dedicated
to coronavirus
(2.2%)
Lower
ﬂoor rates

Increase
marketing

Raise ﬂoors
(2.2%)
Funneling demand
(2.2%)
Hiring more sales staff
(2.2%)

Nothing

Here’s a snapshot of changes publishers have
made in response to COVID-19 that they’ve found
to be successful:
Channelized
inventory to get
maximum ﬁlls by
buyers

Aggressive
pricing strategy

Filling excess
inventory with "free"
added value ads,
PSAs, and house ads
to strengthen
relationships for a
post-COVID-19 world

Raising price
ﬂoors on select
channels

Reminding
advertisers that all
the news is about
coronavirus right now,
so they consider
no longer blocking
the keyword

Lowering
price ﬂoors

Highlighting the
surge in trafﬁc
on gaming and
kids’ educational
inventory

Hiring more
sales staff

Adding new
demand partners

Q. What’s one change you’ve implemented in response to COVID-19 that has been successful?

What we’re seeing
Our world has changed quickly in the past month, making it more
important than ever for us to continue evolving how we connect and
learn from each other. That’s why we created SpotX Ignite to compile
the resources you need to optimize your inventory offerings, meet
buyers’ needs, and maximize yield.
Following are some of the key trends we’ve seen in the data from our
platform since March 5, 2020.

Shifts in ad category spend, week-over-week

The shift in consumer behavior is reﬂected in
the redistribution of ad category spend.
Categories that rely heavily on physical
environments such as retail, auto, and travel
have experienced declines, whereas products
that are typically purchased online and can be
used indoors are thriving.
Source: SpotX Platform (June 25 - July 1 compared to March 5 - 11), categories are
based on IAB categorization.

Trends in global CTV viewership,
week-over-week

Individuals are spending more time at home,
and viewership is trending upwards across all
devices, though we see the most rapid growth
occurring in CTV environments. Overall
viewership continues to trend up week over
week, with the largest growth opportunity
during the late afternoon into
evening hours.
Source: SpotX Platform (March 5 - July 1) advertisement-based video on demand
(AVOD) trafﬁc

For the latest information and resources,
check out SpotX Ignite or email info@spotx.tv

